Abstract
Introduction
According to [Djenouhat & Djaouahdou, 2016] Sino-Algerian business relationships have become stronger over the same period of increasing importation from China; where Algerian import companies demonstrate partial use of e-marketplaces, a total engagement in pre-purchase activities including searching for vendors and products, qualifying vendors, selecting a market mechanism, comparing and negotiating, and arranging purchase. These companies then employ partial use of e-marketplace for afterpurchase activities including initiation of purchase order, but not the arrangement of pickup or receipt of shipment, or to make payment.
Therefore, in order to investigate the influence of Sino-Algerian B2B relational exchange via e-marketplace from Algerian import companies side; the two instrumental dimensions of relational exchange: information exchange including frequency and informality, and flexibility including transparency, just-in-time services, trust, and special facilities were tested based on the main results of [Rajamma et al., 2011] in which flexibility is recommended as a key component of the operational definition of relational exchange. The remainder of the study is organized as follows. In the next section, we present a brief literature review. In the third section, methodology is explained. In the fourth section, results are presented. Final section is the conclusion.
A brief literature review
According to [Kubel & Loutchko ,2002] e-marketplace is defined as a category of e-commerce classed as a business to business application, which intends to conserve a real market in a virtual environment in which buyers and sellers can effectuate transactions under identified juridical laws. Where [Turban et al., 2010] stated that an e-marketplace is an online market, usually B2B (business to business), in which buyers and sellers exchange goods or services. So, the quality and strength of business to business relational exchange may depend on the nature of the market, whether is traditional (real) or virtual market; that means trading via e-marketplace may affect the B2B relational exchange.
Relational exchange is the ongoing transfer of value between independent channel members [Frazier, 1999] resulting in long-term, committed relationships and benefits for all parties involved [Siguaw et al., 2003] . Dimensions of relational exchange depend on the nature of domain whether is abstract or concrete; solidarity, durability, and mutuality for abstract domain then flexibility and information exchange for the concrete one [Rajamma et al., 2011] . However, according to [Rajamma et al., 2011] results "people appreciate actions (instrumental/concrete) more than intentions (abstract). They expect to see solid results in relationships that they nurture and maintain." So, the flexibility is recommended as a key component of operational definition of relational exchange. According to [Bandyopadhyay & Robicheaux, 1997 ] the significant dimensions requires that firms develop a better understanding of one another through improved information sharing and increased adjustability in concrete with their partners' need and wants. Flexibility reflects the harmonization of the relational conflict; and can be measured basing on transparency, trust, just-in-time services, and special facilities. Furthermore, information exchange represents the frequency and informality of information sharing between channel members.
Methodology
The methodology of this research was a case study that quantitatively and qualitatively the data presented in this paper. The population was comprised of companies that import several products from China. [Yin, 2014] suggests that the case study structure is appropriate to research question involves conclusions regarding "how" or "why" a set of circumstances exists.
Sampling design
The author identified 70 companies in Algeria that import several products from China. The studied companies offer many types of products, including clothing and textile, industrial machinery, alimentary products, electrical products, and other types. This study measured frequencies and percentages, as presented in following tables.
The questionnaire survey technique was used to collect primary data; random probability sampling was employed. The author met with the each company in person to deliver a questionnaire. The field study was conducted from March to May 2016. [Shmailan, 2015] indicated that "sample sizes larger than 30 and less than 500 are appropriate for most research." Thus, 70 companies were selected as the sample size.
This study attempted to address research questions, described as follows:  How do Algerian import companies regard information exchange with Chinese companies via e-marketplace?  How do Algerian import companies regard flexibility with Chinese companies via e-marketplace?
Contribution of the study
The results of this study will be used to help companies better understand business to business relational exchange, in order to improve their trading via e-marketplaces. It will also be used to gain knowledge for companies' owners to increase trust in Chinese companies and encourage trade via e-marketplaces. The findings of the study can also aid academic researchers regarding the further development of e-marketplace relational exchange.
Results

Companies' description
This part aims to describe our sample in term of the companies' size and age, and their sector of activity. The three different variables describe the sample capability, experience, and main importation activities' sectors in Algeria.
Companies' size
Most of the sample companies (57.14%) represents medium size, 35.72% are small size companies, where only 7.14% of the sample are large size companies.
Companies' age
The majority of the sample are young founded companies, 42.85% were founded in the few 5 years ago; where 21.43% of them were founded 5 to 10 years ago. The remaining 35.72% represents the oldest companies' sample, which were founded over 10 years ago.
Companies' activities sector
The dominate activity sector of the sample companies is machinery and equipment with 46.43%; then, products designated for production with 25% and non-alimentary products with 21.43%. The remaining 7.14% represents the alimentary products sector. As summarized in table 1, (companies' description). 
Instrumental dimensions of relational exchange
Depending on the goals of this work, the instrumental dimensions of B2B relational exchange were split into: (i) information exchange and (ii) flexibility. The two different dimensions measure the quality of relational exchange in concrete domain.
Information exchange
According to the instrumental dimensions of relational exchange, companies measure information exchange by the frequency and the informality. The majority of sample companies with 53.57% began trading with Chinese companies via e-marketplace less than 5 years ago, 35.71% of them between 6 to 10 years, where the remaining 10.71% were trading via e-marketplace for more than 10 years ago. So, Algerian import companies' use of e-marketplace is still new.
The big majority of Algerian companies' trade via e-marketplace with Chinese companies more than 4 times a year, that means every single month or two months they make a purchase arrangement or ask for purchase order even more they arrange a pick-up or receive shipment, and rarely make payment deal via e-marketplace. When trading, 64.28% of Algerian companies exchange information with Chinese companies more than 4 times a month; which represents a high frequency of exchanging information. In such a situation, Algerian import companies know more about the products as well as the Chinese company, so it makes the relationship between the two companies stronger. When the Algerian company imports from the same Chinese company the same products frequently, the frequency of information exchange may decrease especially in case of machinery and equipments. However, comparing to after-purchase activities pre-purchase activities need more exchange of information especially when searching for new products or negotiate price via internet using email, Skype or WhatsApp. As summarized in table 2 (frequency via e-marketplace). Results in table 3 (informality via e-marketplace) shows that the majority of Algerian import companies never share informal information with Chinese companies via internet, where 25% sometimes and 14.28% frequently share informal information via internet which makes B2B relational exchange between the companies stronger. 
Flexibility
According to the instrumental dimensions of relational exchange, companies measure flexibility by transparency, just-in-time services, trust, and special facilities. As summarized in table 4 (flexibility via e-marketplace), the majority of the sample companies find that trading via e-marketplace with Chinese companies is sometimes transparent, where 35.71% frequently. So globally Sino-Algerian relational exchange is positively transparent from the Algerian view. The big majority of Algerian import companies with 72.42% believe that Chinese companies conduct just-in-time services via e-marketplace in both pre-purchase activities and after-purchase activities. The remaining 28.57% finds that Chinese companies sometimes conduct just-in-time services. Half of sample companies which represent the majority sometimes trust on Chinese companies' transactions via e-marketplace, where 14.28% frequently trust on both pre-purchase activities and after-purchase activities via internet. Thus, the remaining occasionally or never trust on trading with Chinese companies via e-marketplace. Some of the sample companies do not trust in trading via e-marketplace because e-commerce in Algeria is still new and Algerian do not overcome e-commerce. The majority sample companies frequently or sometimes benefit from special facilities offered by Chinese companies via internet such as language, currency, mode of shipment, method of payment and so on. So, Sino-Algerian business to business relational exchange via e-marketplace is positively flexible. 
Conclusion
The research contained in this paper represents the quality and the strength of SinoAlgerian B2B relational exchange via e-marketplace as Algeria use of e-marketplace has grown with e-commerce development in Algeria. The study then examined the instrumental domain of relational exchange in two dimensions: information exchange and flexibility, of import companies from several sectors of activities to discuss the quality and the strength of this relationship from Algerian import companies' side. The study surveyed 70 companies which import several types of products from China. Results demonstrate the positive and strong B2B relational exchange; the majority of which is focused on information exchange dimensions from frequency to informality; rather than almost flexibility dimensions from transparency, just-in-time services, trust, to special facilities. The Algerian import companies have positive intentions towards Chinese companies via emarketplace; however, Algerian import companies do not strongly trust in trading with them via e-marketplace as result of the lack of trust in electronic commerce.
In conclusion, the results of the present study indicate the awareness of Algerian import companies on the necessity of using internet to exchange information, which in turn enhances the flexibility of B2B relational exchange via e-marketplace. Thus, in order to increase strength and quality of Sino-Algerian relationship, Chinese companies should work on enhancing trust on trading via e-marketplace rather than exchanging informal information.
